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Based on the corporate reputation theory and agenda setting theory, this research 
takes 4,846 pieces of news of ten baijiu brands from three websites within ten years
（2004-2013）as samples to analyze the baijiu corporate media reputation,  using 
content analysis method. The research conclusions are: 
1. Generally, the main stream of baijiu corporate media reputation is positive. 
However, the negative news has been increasing, which is threatening the corporate 
media reputation.  
2. Generally, the baijiu corporate media reputation is evenly distributed. Publicity, 
stocks and product information are the most important components of the baijiu 
corporate media reputation. 
3. The positive and negative sides of the baijiu corporate media reputation have 
different emphasis. The positive sides lay special emphasis on stocks, capital 
operation, corporate culture, corporate achievements, venture corporation and social 
responsibility, while the negative sides focus on publicity, business honesty, business 
competition and production information. 
4. The emphasis of the three websites is significantly different. Most of the 
negative news appears in People.com.cn, which are mostly about human resources 
and business honesty; Sina.com pays special attention to stocks, and is also relatively 
objective; tjkx.com mainly focuses on corporate publicity, product information and 
capital operation, which are mostly positive. 
5. There are significant differences of baijiucorporate media reputation between 
different brand groups, with the negative reports of the first group significantly higher 
than the second one.  
6. The lack of business honesty has been the biggest problem faced by the baijiu 
corporate, especially to the first brand group. 
7. The baijiu corporate should attach great importance to social responsibility, 
corporate innovation and product service. 
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入市场经济以来，中国白酒行业经历了数次调整，这其中尤其以 2004 年至 2013
年最有代表性。国家统计局数据显示（图 1-1），2004年中国白酒总体营收为 659.30
亿元，白酒产能规模仅为 311.68 万千升；到 2013 年中国白酒总体营收是 2004



































































































































































的《第 34 次中国互联网络发展状况统计报告》显示，截至 2014 年 6 月，我国
6.32 亿网民中有 5.03 亿网民使用网络获取新闻信息，使用率达到 79.6%，在各类
网络应用中排名仅次于即时通信和搜索引擎。同时，手机网络新闻的用户规模达























































1977）。截至 2013 年 12 月 31 日在 Google Scholar 搜索标题中含有“corporate 
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